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prefXc^ 



.Distributive Educatp.bn is, a vocatiop^rlT' education program 
centering aroun^^ five major* areas of ik^ruction. Th^se .arfeas^ 
include the following: 



The Functions of Marke^-^k "bistribution 

Fundamental Skills^'^^ 

ProilaieS^oIr Service Technology 

The Social 3kiHs and Human Relations 

Econotnic, Understandings ^ ' . *' 



k. 
5. 



As a -f ut-ure teacher - coordinator, you will be required to 
dei^elop instructional .materials arid lesson plans to assiat you 
in organizing .subjept mafter for Distributive Education* It is ' 
our hope that^^this publication will assist you. in this endeavor. 

Once you'have completed the course .of study m Distributive 
Wucatipn, you will be able to share your^ Jcnowlfedge by training 
students who- want .and can profit from .ins^uctioh and training in 
distributive^ Education so that they can become gainfully . employed 
and advanc^^ in distributive occupatioai > . - - , 



\ < This publie^tfpn was developed by the '^following' Distributive 
Education maj^s under the direction of Dr< Raymond Jl- .Grandf ield 
acher-Eiitfgator^ Delaware State' QolleRe.for the school ye^r 19 75 
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methods' of TEACHiN'(S"''I)TSTRI>BU™E..J.P.U.CAfIDN 



Def inition of 4 method 



^'An ordered system by which a teacher 
puts educative agents to work ofx^ 
humans to produce' l^ertain changes ^r 
results ' . ^ ^ 



Five^^lements of a less^i. 

\. kirn The^aim should a specific objective for each 
class . ^ "\ 

Introduction The •introductio'n should primarily se|?ve 
' as a tie-in with material of a previpus 
lesson pr experience • 

3..* Content ''" This' is 'the message or subject matter? that 

yoii wish to convey by your chogen methods 
f 

H,. Suntmary '^Xhis is a reinforcement of the principles you 
^ ' have Already taught. Repetition Jia^hich 
^"sxmft&le^^^tB^^ l)elps the 

^ 'students to retaiS^the-i^u^ 




Evaluation 



This evaluation may be given at the en^ 
of each period to the ervtire class^ in 



a test form, or the basic questions may 
be posed in general and students selected 
^t random to answer' 
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Topic; 
Metl^qd: 



,.Market Segmentation^ Is The Answer To Mairket Manage- 
ment- . . i , \ ' 
The Lecture Method ^ * 



41 ' 



Grade .Level:^ ' 11 ^£'12 



Aim- 



At the comp 



letion 6f .this le^sW the student will be able to: 

•'■ •• 1. " Vlfite the dafinitipn,' of^ market "a marketing, ^^xecutive.-, ' 
vJdXilcT^ee it; (Defined by. Willi^ -J.' stahton) , 

2. Orally or writtenifly define, .market segmentation. . , ' * ' 

3. " "indicatfe two. 'reasons why m^-ket aegmenfatidh is. important 

List and^brie/i;^ discuss three ways marke-t 'Segmenta^tion 
mal/ assi>st management, in its planning. ^ ^ 

5; wiit# three' con-ditions that 'w.ill 'help irtanagemep^t e'ffect 
' merUkt segrnentation. 

Introducti 



' .Good af.it^lrnoon- clads. This ^afternoon ' ^. lesson^ wiV\^over 
"Warket Se^eLt-ation Is^ The Answer To Harked .Man agem^x).f. . xou 
wi3-l learn ;hotl io' de5irie market and market segment at2,<!^ asva' 
marketing ^xetutive sees'lit/ You' wall ^also lenm ^ why, market ^ / 
'.segmentation ks necessary' and howl market segmentation can .assist 
mank^ement 'in|its' oTanning 



Content 



^ 



1. Defini 



' Market can 
meet t'o offer. 

Market may 



tion of terms . ^ ^ ^ 

b^^ defined as a place where buyers^-^^^vd^ sellers 
sell or transfer ownership. 

b^ defi^\ed as an aggregate demand by potential 



buyers of a' product or a service 

Market is ie filled as a demand for a product. 



The market 
needs to satisfy, the mon 
spend it. (William J. St 



as thefeArket execOtive sees it, is people with 

spen^, and thw willingness to 



Market segmentation, is ^ .process of, taking.'vthe ^to'tal hetero- 
geheou^s (mixed) marJjet for a'"g>^oduc^ cind^'dii^i<iing' it into several 
>iabmarrkets ^02? .^^mep'ti'^i^^^ach which, t^^ds be mixed in all, signi- 
ficant aspects. ^ . ^ • 

A. " Ti^ro treasons why marlcet s"egmentatitm,» is nece'sSary are:, 

1/ Dynamic Market Change ^ ' • 

2. Markets For a Product Change , ^' ' ' 



J4arkets*Tat>^ dynamic, not static, they change .continually a? ^ 
d9 our\ ^tfitude^ji^pur life 'sty les^ family situations', incom^^ and 
the geographic 'patterns . • ' ' 

Markets' for a , product chang^? as it goes_*tljrough its*' life 
cycle (from its intrpduction thi?.©ugh its growth stage,' to, the 
'pariod of s^ies •^declin^e) .i. Ifemsj to consider^ i.e., automobile, 
black and white^^T.V. ' / « 

•B. Fivd -ways taaij'^gemant beiSef its . from market segmentation are: 
\. -'1. Directing mgney and efforts .toward profitable markets \ 
•'^^ ."2.-'' Designihg products for matching* market ' demands ,^ 
^-/'S; Choosing advertisixig^ media more int^lligent'ly 
^4". ^ Timing piromotional sales programs 

5.. Bvi(?geting' ' . . • ' ' * 

c 

Market segmentation will iieljt management tailor their cost 
,and pinpoint ^areas wh^re efforts should be expended toward the 
potentially most prof Ltab-le :!*1arkets\ 

fjarket' segmentation* can maxijnize profit by, minimizing, produpt 
designs through matching design^ to ma*rket demands.^ The market 
needs oitLy sma^-l alitos , there is no need for an excess of large 
autos. . ^ 

Market segmentation assists marragement in sellecting the 
proper advertisin.i^ media suitable, i.e., a small firm coulji not 
afford a lavish advertising program. Budget would not permit "it. 
A large firm .could afford a lavish advertising program, because * 
of its budget. . ^ • 

Market segmentation singling out areas of needs, with income, 
this would prove of great benefit to management. Management 
could set the timing of promotional efforts so they are heaviest 
during those times whan response is likely td be at its peak. 

Management can either adjust its 'budget depending upon where 
the" market 'or the -expenditure area might need the funds. 

. * . * ^ V - w r ^ ^ ' ' ' * * 



1- 



Market segmentation .in 'ge/rieral can be said, to be a f.ounda- 
tibn stone for develap^ing effective- marketing stra^iegies.V ^ 



G. 



Three conditiorvs "thaf Yill help management effect jnarket 
segmentation are:^ ^ 

mers 

to channels of distribution 'at 
f segmentation 



1* 
2. 



Categorizing cusi 
Market acc?essible 
.minijnal cd^t. an( 
Adequate ^ampley 




^Ideally management/ gaal should be to segmerit^its market ^ ^ < 
An s.uch a^way/th'it ^actt; segment will resppnd in a mixed Jfatshion \ \ 

\a a given\marketing^OT(:)gram^/ Fixi^t the characteristi.cS used 
'to categorize custczmie^s, must be a me.a^surable one, and the data 

*mjist/be^ accessible. ./For example^ i.*teras" like fear-'-of social dis- 

approvaT a ^desire for ecologically compatible-, products jnay h.e 
^characteristics identifying a given. Segment, but -the , data for 

these factol?s are neither re.adily asse3sible nor easily measured. 

Second, theyfnarket segment itsfelf must be ' accessible .to the v 
advertising media, salesmen, ^^tc? , all with>a mijiimyrt of cost or^N^ 
waste. Some national magazine such as timep New^sweek;etc.', can 
be used by the /advertiser in such a way,, an ad is run, aimed at a 
specific segment of tlje market'(West) and not waste mpney by having 
ad exposed . in /the other nonmarket area.. " ' •/ ' .1- , . \ ' 

\ Third, each segrjient used should be larg^^ enough for it^o'be 
profitable. / In the 'process .of segmenting 'a consumer market,^ a 
fi^ could Ao to the extreme of developing a, wide variety of 
styies^, colors, si^es and prices." Of ' course!, prodi^Stions ' and in- 
ventory us^ially-' control these expansions, bdt it i's possible in 
large firms, this is g4od advice.- | > 



Summap/ 



ReMew aim it^m 1-5 




EvaluaA:ion 



form 



tudents ;Will be given 513 minutes to Accomplish, in writt^en 
without the ^(^d of reference, the following: 
1. Define market as a marketing executive woulcj see it. 
(William J. Stanton) 
Define. market segmentation. 

Indicate two reasons why market Segmentation is important. 
List and briefly discuss three ways market segmentation 
may assist management in planning. 

Write three conditions that will aid' management effecting 
marketing segmentation'. / '/ L ' , ' 



2. 
3- 
^. 

5. 
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-To'pic: ■ 
MetKoa-r- 
Grade Xevel; 



•Xim 



The Functio.ns"sjf Management. ' 
The D4scussi'6n. Metho^-. 
11 .and 12 . • 



a. 

b, 



I. To v/rite the meaning -of the tei-m management * 
1. / To list or re-cite th^ four functions of manaj 

\ 

Irttroductipn \ 



f majiagement 



ment. 



Define the who, what^yheh, wher^e, v;hy, and Jiow of - ma/ia|e- 



Con te n't Questions^ to be ^swered* through continual and puiN^ 
poseful dir^ections of discussion 

; / ^ \ ; * . 

1. Why is management necessary?^ \ • , 

a. Management /is responsible for th'fe su<:ce^s or • 
failure of a business. \ ^ 

2. ^^e'n is management needed? " 

/ a. , Management is responsible for the success br- 
fadlure of a buslriess. ' ^ 

iir' ' •// ' * \ * 

3. What does managemeny /do? ^ ' \ 
a. Managemenf^ is a/process, a manager may, and oftens^ 

does, 'perform s^|^multaneously., or at least as a 
^. part, of a contiKum all c^f the following four func- 
tions : 'planning, orgai;)^izing5 directing, and con- 
trolling in oi^<^er to attain .Stated objectives. 

1; ' / 

k mambe/r of • management? 
who direct the- W9rk of others ,"are^ 



/ 



4'. 

/ • . 



Who- is considered 
a/ Those persons 



a .part of management and there/are/ some who' do/ 



not direct the; work/ of others/ These a,re s 
, spe^QialistB , end .arp considej^d^a part of m 
ment 



Hf^w - it ( 
• a-*^ Throu 




lir functions/ of a manage^r..^ manning 



Organizing, Dicedtion, and Cohtrolling. 



l^7here is management fouid? 



Throughout the 



) is 



done? 



many 



phases of ,a business ,o 




»eration 



What- happens during'the pXar^ning^' function? 

a. - Planning is ^ the ''first function performed. Once 
ob^^ctives have been determined-, the; means neces- 
sary to^^chieve these stated objectives are 
presented as plans.' Plans,. determine ''th6 course 

• ^^"7^ organization, ta^ces and^ provides a basis for^ 

es^timating the degree of probable success if will ; 
have^lB^ulfulling^its qbjectives. Plans are pre'-^ 
pared fo^^^Jong range activities as well as short \ 
range activ3st;ie$ ^ * " 

V/hat goes on\durin^^^e organizing function? , 
a. In order to c^rry%iut plans after, they have been 
prepared"-, -.it is nece^^aary to tr^ate an organiza- 
tion. It is a jFunct^io^of management to de|:ermine 
the type of organizatiorKrequired to execute stated 
. plans. The objectives orXan enterprise and the plan 
re^uir'ed to meet these objeiqtives h-ave a direct 
bearing' upon the characterisTxLcs and structure of 
the organization. * \ , % * 

VJhat doBs th^ direction function do? ^ - > ^ • 
a. Directing Wis been termed motivatirvg, loading, 
building, stimulating, and activating. Although 
' each of thege words has a different connotation,* 
' ' any one of these terms indicate ^ clearly ' that this^ ' 
function of manageipent is con cet^ned* with the'^ujnan ^ 
faqtors of an 'organization. To direct an organiza- ^ 
^tion so that objectives may be achieved* i$ major, 
function of the managi^'manf • : ' 

Wiat does th^ conlri^olXing function do? , ;^ * 
a. This is the'-la^t phase » of the- management process. • 
The control function measures pres.ent performance i 
in relation to ejcoected standards of performance , f , 
and as a result p^f such* comparison it can be de- 
termine*d wheather or not correC;tive- action, is ' 
needed to bring presen.t performance in line with ^, ^ 
expected performance, expressed as standaj?dfs. The 
. \ contfpl function is exercised cootinuously , and, 
although related to ^tlje function of organizing ' 
* and directing, it. more closelj^ associated with - 
the planning function* The corrective' action of^ 
control almost invaribly c^lls -for a reinstatement 
of plans. As a result, many students of -the managen 
ment "process consider the plapning and control a' 
part of an continuous cycle of planning- control- 
planning. ^ , - * 



Topic: " Types of Retail Stores 
Method: Vecentian and Audio Visual 



Grade Level: 11th, and 12th 



Aim 



The student will be able to orally discuss and differentiate 
the types of retail stores with the aid o^ the instructor and 
visuals. . „ / \ 

Introduction 

In previcms lessons, we have been ^earning how modern re-n^ 
tailing began, ^qday, we will learn about the vypes of retail 
stores: \^ ^ / ' 

Content ^ \ 

I. Ask students to describe and give examples 6f a retail stored 
A. Two nv^or distinctions: 

1. ,/^/hat the store sells - Goods or Services 

2. / Location and Size \ 

a. Large retailers 'offerV 
A / 1. lower prices, greater selection of mer^^an- 

/ dise, and additional services. 

' \ ^* Smaller retailers offe^\ ^ 
\ 1. Personalized serviae\, convenient location 

and specialized merchandise, 




II. Types Retail Stores 

A/ The Independent Sjtore ^ ' 

1. Classified as^ndependant because they are inde- 
pendently owned and operated. 

2. The ol/dest and most common type of store 

3. D6 a major share of the business in some fields 
(florists and auto) but account for a small share 
of business in other fields (variety). 

B. Corporate Chalsjs 

Tl A chain organization is a group of stores linked 
together ur/der one management. Three kinds of 
chains : 

a. local A if the majority of stores in the chain 
are in W arpund one city 

b. sectional - (or regional) -if the stores Are 
confined,. to one section or region of the 
country (Ginos, Winn-Dixie) / 

* %. 
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c. National - if stores-'' are located 'throughout 
' the country ( ASP) , M ^ 




back, to 1859^w^ith ASP, but they 
until ^ the latevig^O^'s . / 




in stores date 
id hot stabalize 

Corporate chains . "accc^unt^^f or over^30% of ^ the natgt 
total retail trade voluine, ^nd is oontiijuing .;to grow. 
a. In some fieids chai^ st'O'T^? dojninate-thc^'T^usT^^ . 'l^^ 
'ness-^oing over 60% of the. sales* volume: '^^bmen^s-*^ 
apparel 1; variety drugs': . 'V ) V' * i ' 

Controller management aria/4:?uying i^^'^ut t)f a^cetilrrai * 
office'* ^d/or branches, 'n^ ^ " ^' V ' l 

Offered new and sudce^sfu|, i^erich-aridising te'<5hniques : 



^ yolunt^ry 

' a. centralized buyiftgTT^We» ind stores h^ve forme'd 
chains. 

b. dr^mat2^G'''^pre interiors and window displays 

c. aggjpe^ive ^ales promotion ^1.' ' 

d. sji^ematic financial records ^,<-'^Z'^ 

C. Specialty Store ' JL^ 
1* A store carrying one. type- of ni^rchandise or a single- 

^ line of goods may b*e indepejitlant or a chain (Bridal- 
jewerly ) 

2. Offers a better assortm^t 'of goods in dir^^liney 

D. Department Store . * 

^1. A store that sells many different lihes" of mOpPchan- . ' 
dise (Sears Penney ' s 

a. offers dry Voods , hardware,, etc. - many specialty 
stores under one roof 

2. Organized into departments for major lines of mer- 
chandise and s;tpre operations (personnel and custo- 
mer service) / , v - . 

3. ; Smaller ' dept . stores are* losing grp^nd or are 'joining 

chains . . * , ' ' ' 

E . Supermarket ^ ' . " . ' ^ > >' 

1. A departmentalized retail food store' having four ' 
major departments:' ; ' \ \ ' * 

a. -meats; groceries; a produce; and dairy^ \ ^ \ 

2 . *0f f icial' cla^sif i<!atlon ' as supermarket!; _ * 

a. must' have a self-service' grocery department and 
must do a minimum of a million dollar business ' 
annually. f s . . ^ 

3. Supermarkets only represent 1% of all grocery stores 
but account • for .about all of 55$ of all" grocery > 
sales. WHY? ^ ;) .^'^ . 

II V * ' 
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F. Discount Houses \ 
IT Mainly 4n the OjaSi^J^S.^y^ars - 1 approximately ^^^Qfi^r^ 

of ' them. ^ * ' ' ' ' 

2. Two types : ^ ' ^ ' 
; • -a. Low-rent location which concentrates on selling 

basically one line of merchandise, selling be- 
low retail prices (factory leftovers) 
y b^. Mass merchandiser (low priced department store) 
1. usually located in dovhitown and carries a 
i limited assortment of goods in lower prices 

j ' • than the::department store. < [ , ' 

3. Both types advertise heav:j.ly and offer few. services 
4-. attempt to sell large volume at smaller profit mar- * 

gin. ^ 

i ^ 

G. Mail Order ' ' r * ^ . 
1. • Selling through a catalog' (Sears and Montgomery 

Wards) - ■ . ' 

I 2. Recently discount . mail order firms started (Do 
you think mail order'selling will grow in the 
future?) - . 

H. ' Direct Selling or I^r-to Door . ' - ' 

TT Direct selling frohi the producer or manufacturer 
to the customer "without going through middlemen 
(Fuller Brush 5^ Avon) . ^ ^ • - - 

Sunynary ' ' • '\ ' 

Instructor will repeat the' types of stores fqr -review. ' ^ 

Evaluation . ^ ' ^ 

1^ ^ 

As the. instructor shows slides of different types of stores^ 
the students will verbally identify the\ types of retail stores 
shown . . , ' . ' 
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^Tooic: ■ Classification of Goods ' . . 

Method: " ^ Vincentiair 

Grade Level: 11. £ 12 ' ' , - ' . . 

Aiin . • ^ , , - . ' . 

\ fSt the e^nd o'f thj,s les,son the student will be. able to list, 
defj^e^ and give examples of s^x dif f^rent* classificatipns of ^ 
goods/ within a thirty minute, period without the aid of refeirences- 

Introduction • ' . . 

* » 

. ^ This"* lesson is an introduction to discussions of tKe relation- 
ship* between^ the types of goods and^ store layout and of the 
^marketinging considerations required by e^h of the \/ario us ^ types 
*of goods* The students' oast experiences and observations in local 
stores vill be used to aid in the identification of each type of 
good. 

.Consent - ^ \; • ^ ' 

1. Tne following chart will be developed: 

' Industrial Comirje^i^a^^^ Consumer 




Convenience ^Shopping ^Spebialty 



2. ^As-''tlTe~ch^nTt--is--^ave loped s eat^h • classification will be 
defined, 

3. The class 'will be asked to give examples of each type 

cTood'. ' * ' • 

^. To lay the groundwork for future discussions, students 
^w.ill be asked^to of fer opinions * of each .type of goo<i 
i Von store layout and/or-' marketing methods. 

Summary ^ * <■ ' ' 2 • " 

^ ' ^ . A' ' / / 

The process of develaoxnF the* chart will be repeated, this ' 

time- without general discussion of the el^ements on* the charts 
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Evaluation . ^ . • \ ^ • ' / 

During the summary 'tKe teacher will gi^v^ the classifiCa- ^\ 
tions of goods and the^*olass> eithey individually -or as a whole^ 
will supply definitions.. and .examples /' Based on the* pe;?form^ce 
of th'^e class, one of vthe* following alternatives will be scheduled 
, Tor the next class period: » . • 

1. Further discuss^ion of 'the ' classifications of goods < » . 
, 2.'^ Admin is trartion of a brief quiz ' * . •» 

3* Introduction of new material based on the .day's/ di^'-^ ' 
.cuss ion - . • ' . ' \ ! 



Topic: Glas^ification of Retailers ^ 

Method: ' Socratic 

Grade Level: 11th 

• ' ' ■* 

Aim ' • . ^ • 

" At the conclusion of this lesson of this lesson the students' 
will be able to list five* classifications of retailers and the 
basis used to classify t^iem. iTie students will also be able to, 
classify a retail store given certain information about the . ^ 
storeys organization, merchandise, and location. 

Introduction , . • 

Tpday^s lesson is a* continuation in our study, of retailing.* 
In our previous ' lessons in ^retailing, we have learned the nnain 
and subsidiary functions of marketing which are: merchandising, 
buying, selling >^ storing , financing, traffic managemeat , agccxint- 
ing, risk management, market research and standard! z^rion ^ 
grading. Vie also learned the three, major " types of busii]ess 
classifications which are: producters , middlemen and service 
establishments. Today, we will learn five basis used to classify 
retailers. At the end of today ^ s ' les^s on you*should be able to \ 
list* and differentiate orally at Least five basis used to classify 
retailers. As future' managers ^^^n ' the field of marketing it. is 
very important th^t you^ have kndj^ledge-o^f these* classifications . 
In order to le a rn/thfe /objectives it' is important ^ that ypu read 
your^ te^xt carefully so that you will be able to- ask questions ' . 
and participate in discussions in class'. - 

Content . ^ * - ' . ' ' 

, Basis of ^Classifying Retailers * . 

' * . * - ' ' V 

I. ' The basis ;of classifying retailers are: * • ^ ^ 

1. By Location^ - Wh6?re are stores - located? 

* a. Dd^ntowr\- stores: ^ ' ' ^ / * 

Question : -What ^5 happening to downtowh/ stores? ' 
, Answer :"" They are moving to s ubuijb an 'areas • ' 
Question : "Why are they ^moving to suburban areas? 
Answet^*: Population has become mor*e mobile. 



b. Shopping Centers : - 
Question : What is »the biggest advantage of 

shopping centers? 
' Answer : More parking space 

C. Neig;hborhood Stores 

Question : What are the advantages pfmeighborhoou / 
1 1 stores? . - • ^ ^ 

Answe r: Convenience . 

. / \ 

By the Number of Stores : 

ai Independent ^ ' 

Question : How does a retailer classify as an * 
independent? 

, Answer: 1. When it is not apart of some larger group 
y of s tores . 
J)/. Usually one stoiV J 
Example : Family grocer 
b. Multi-Units / ' • . 

Question ! \V[{qX is( a multi-'unit store? 
Ansv/er: Two or/ three stores ^ " • , ' 



c. Chains: 



:r -QUesti0n :. What are chain stores? 
Answer: 1.' Four or moipe stores ' . 

2. Sells Is imiliar lines of me2?chandise 
3 .^ Have simi2iar ar'chiteictual ^ motif (having^ 
same, main feature in/j/design - Mac Don aids , 
4. Feature centrali25e femying* CPurchase stock 
fron^^ central locations . ) 




By Method of Contacting Customers - ' 
Question : What ar6 some methods of contacting customers? 
Answer:^ 1. Over the counter 



^ 2. By correspondence - Mail order seli^ng. 

Thrives where markets are not concentrated 
Example: Sears, Wards, Speigels, Aldens. 
3.* Do or to Door /- / . ' // 
/ Example Fuller bibush , Stanley fiome Pro^^' 
' / ' dupts, I^lectrolux. 

B y Services l^endered : - y , ^ ^ y 

a. > Fuir Service : / X • v - 

Question : N^me some services offered by retailers. 
Answer: Credit, gift /wrap, delivery, fashion show^, 
party, counseling. ' - 

^ Part or gC^imited - one or more services, 
c. Cash ^Qjg^ Carry"^ - no service ' 
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O n the Basis of Ov/nership : • ' . 

a"! Individual Proprietorship 

Ques tiorT : V/hat is individual proprietorship? 
Answer : ,,,^-Q-ne person having exclusive title to a 

^ store (sole owner) ^ 
Features*. 1. Unlimited liability for business^ debts 
Ho income tax levy on the business, 
but on the owner only. 



2. 



b . Partne^rsh i p ; 
Q uestion f 
Answer: 
Features : 



''^hat is a partnership? 
T.VO or more persons in coownership. 

1, Unlimited liability 

2, One partner can bind others when 
acting within the scope^ of ih^- btts^^L, 
ness ^ . 

3, llo income tax levy on partnership 
itself ^ 



Corporation : 



Question 

Answer : 

Features 



^.'hat is a corporat ion ? 

GrouD ownership through the purchase of stock 

1. Limited liability 

2, Income tax levied upon corporate prx)fits 
and .dividends paid to stock holders. 



B y :ierchandise and Method of Operation 
a. General Store; 



^Qt^ estion : V/here are they foun4? - , 

Answer: Usually in small cofinmunities and rural areas 

Question : What kind of merchandise do they carry? 

Answer: A hif^hly diversified line , of products. 

Va riety Stores : ^ ^ - ' 

Question : What are the chara<6teris tics of a variety 

store? ^ 
Answer: Multiline, but it/ concentrates on lower • 
^ Drice lines and emphasizes open display 

of all its sXpck. Some are sfelf service. 

Examples: Woolworth^ VJ. /Srants. 

Speciality Shops 
Question : Wliere 
.Answer : 



they found? 
Found \n small Gommun'itiest and in all the 
larger metropolitan c^te'rs. 
Question : l^at kind of m^rcfhandise do 'they carry? ■ 
Answer: Marrow-line mei^cKandise raillinery, . : 
jewelry, shoes, flowers. . . • ■ 



Sumr^ary - , ^ • ' 

Review the objectives of the lesson. 

Evaluation * 

The students 'will be orally tested to -se^ if, the material 
presented was understood* The test questions ^-Jill be from the 
'material stated in the objectives. 
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Topic: E.ight Steps To Better Sneeah Makinp 

« 

Method: Discussion ^^ethod 

Grade Level: 11 8 12 \/ > 

Aim 

At the conpletion of this lesson the student will be able to.^ 

1. Write or discuss orally two*" of the preparation steps 
of speeqh making. « . ^ 

A. research 'in advan^ce as to the characteristics o^f - 
audience, ape, sex, etc. 

B. select "subject that fits listening audience 

C. Desip^n speech for the occasion, entertain, 
promote good will, etc. 

D. relate how prpperuse of language is'necessary 

2. List tv;o' methods vou may employ in your speech , to' 
hold the attention of the listener* 

* I 
3* Pecite at least three ways in speech making you ma^y . 
get the attention of the afudience. 



/ 



State three reasons why purpose is ^necessary in speech 
m.akin< - , / 

-^5- Hame two ways of how not to bore an audience.' 
introduction ' - / • 

Good>?if ternoon class, Ttiis ' afternoon ' s lesson will eiDver 
•'Eieht Stens To ' Better ^ Soeech Making." Many students do not 
allow thcroelves the opportunity * to discover their hidden commlini 
^catioa skills. V/hv? One of the biggest problems lis --fear of 
the auuience'. ' i . ' * 

\ ' i 

X 'i^ / . : \^ 

' ^ .TovjT t^reonration Steps For SpeecH Mak^np^ 

' ' ' ' / ' . \ 

What^ would you want to knov;, in reference/ to characte/ris tl^cs 

of your audience? ^ ./ 

A. age 

P. sdx 




C. composition (peers, adults principal) j 

D- . your relationship to the audience (friendly) 
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\ Suipmary • . ^ 

If the 'speake'r can obtairt' information about the- composition |f 
.of his audience Drior to the speech, he will be able to deterjnine 
how detail or how ^c^eneral the content must be. Likewise, haying 
a thorough knowledge of the technical terminology and' full know- 
ledge of the^ subject matter will help build the speaker 's ' con- 
fidence and aid, him in speaking with conviction, which will make 
the speaker more effegtive in his speech reception and speech 
perception. 

Evaluation 

Have students write and briefly discuss two of the four 
preparation steps to speech making, - Also have sttident write 
and briefly discus^ aims 2-5. 
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Topic: 



Method: 



Grade Level: 



Proper Methods of Measuring For Shoe Fitting 
Industrial* 
^^th 



Aim \ 

To have the students descr^i^be and demonstrate the proper 
mrethod of measurin?^. .f or a shoe fitting. 

* * \ 
Introduction \ 
\ " ' \ 

Today, :7e will continue our ob^-^ctive of fitting a customer 
properly from head to toe. ^s you recall, we have measured and 
fitted the customer for headwear, suit\and trousers, slacks, 
dresses and shirts. .practice art<l - learn the proper method 

of measurincT for shoe fittin^^s in a prof e^s^sional way and^manner. 
'We will measure for lenpth and width of th^^foot. Keep in mind 
that yoo must be style conciou^ as well as ^^e conscious. You ^ 
will not seVi a high style ^shoe to an e Iderly^person • 

This/lesson will help y.ou a/^a sales clerJ< in a department 
store, that may have a shoe deoartment, where y\u may be required 
•to work Hs a Sales cle"rk- * 



Contents 



i^'arinp the foot - Ritz 
Seat the customer. 

Place foot stool in front of cus^r^er, you sit dowa. 
Remove custom.ers shoe. . "^^^ * \* • 

Place customers fqot on foot stool properly. \ 
Usinr'^Rizt mea^uriVr. stick, measure fodt lengths 
Inforn customer of yestimcHted size, \ 

lace ^^Ritz *stick unfler ball of foot on width scal^e.^^ 
l\ote number on width\ sc^le\, turning 'Stick over to^^idth 

ale a^d note width \of foot. ' ' 
A^k customer what §ho^ they have selected, retriv.e shoe. 
Insert fbot into shoe ^y inserting toes and ball of the 
foot fir^t. ' r 

Usinp, a sVioe horn on h^el.^of foot, slide heel' into shoe. 
Lac.e shoe\ if requireldw' // ' , - ^ 

Have cust'cvner stand dp/aiVd test shoe for fit by walking 
a few . sf ep^ . I / ^ . ^ 

Have cust(imer try on;lioth shoes, walk to test fit. 
While customer is stAi^dinr., check 'shoe for proper length 
and width ^ |/ ' 

Then direit customeTf to the floor mirror to test fit* 





is: 
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17. Inform customer how well shoe looks and ask if it feels 
comfortable . 

18. Reseat customer, remove the new shoes and replace 
customers old shoes. 

19. Write up sales slip, wrap shoes and thank customer 
for makin<7 a purchase and ask them to stop back again. 

B. * Fitting rubber footwear ^ 

1. Locate correct size for the customer. 

2. Seat customer^ insert toe of shoe into footwear. 

3. Push foot into footwear by forward pressure, using 
right hand to puLl heel on. 

^. Customer stands to check for proper fit. 

5. Remove rubber footwear by maintaining pressure on 

bottom of footwear with left hand. 
6* Remove from heel with right hand. 

7. Pull off of shoe. 

8. Rebox and write up sale, wrap, up footwear and thank 
the customer for making a purchase. 

S ummary 

Reinforce by having students demonstrate and explain each 
step of measuring foot and trying on shoes. 

Evaluation 



Students will demonstrate proper proceedures during the 
last 30 minutes of class. 
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DIRECT IOfJS : To Secure Length, (fig. 1) Place custon^ers foot on 
stick^ ( avoid standing;) shove slide to touch the great toe, 
then thrust ^oiTie li^^ht downward pressure on toe, release foot 
and take note of measurement. " ^ . 

To Gaupe the Width. (Fig. 2) Place ball of foot across the stick 
over width scale. Push slide up to side'of f bot , (see that the 
ball joint is exactly in center of stick). Press gently if the ^ 
foot is thin and*loose pointed. Press heavier if foot is thick 
and firm. Then release foot ,• remove stick and take note of the 
small figures on scale measurement, turn over to chart pn back 
of stick and compute by length by taking lenglrh measurement, 
i.e., lenc^th 7 and width measurement 18 will equal size 7D. 

The Custom^Size * printed on the rule is for receding narrow or 
medium toe shoes. The Standard Size for children and adults 
foot-form or plain square toe shoes. 
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Topic; Ho-; to Develop Confidence as a Sales Clerk 

y.ethcd : Vincent ian 

Grade Level: 10th 



At the conclusion of this lesson, the 6tudentS'n-;ill deron- 
strate the ability to list orally v;ithin a five minute oeriod, 
five ways to develop confidence as 'a sales clerk, as it is taught 
fror. this ^lesson. 

I ntroduction 

Tlie purpose of today's lesson is to teach you how to develop 
confidence 'as ,a sales clerk. Today's lesson is inDortant because, 
confidence is one of the first steos to success as a sales cleric 
or as a Thanager confidence in yourself and the customer's ^ 
confidence in you. At the conclusion of today's lesson, you^w^-ll 

. be required to^ de'-.onsti^ate the ability to list, orally, withir> a 
five -.inute period, five v/ays to develop confidence as a sale? 

V clerk as it will be taught from today's lesson. 

I. Content The job of a sales clerk is one of the most interest- 
inc occu-nations in the world because each day presents new 
and exciting experiences. This is true because: ^ 

a. Each customer is a new challenee. | 

b. Each shipment of merchandise is a new challene?. ^ 

c. You will never experience boredom because of inacti^|ity. 

II. Peal job satisfaction' comes from dealing with customers 'when 
we believe they are pleased ^-jith our efforts. 

III. Most new sales clerks feel uncertain when they begin contact- 
ing customers for the- first time. 

a. This is a natural reaction. Why? 

1. Desire to do a good job. 

2. Realize there is much to learn 

3. Mot completely at home in new surroundings 
U, Anxious to please the customer. 
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Five Ways to Develop Confidence * ^ 

1. Knov your appearance is favorable V 

a. One way to build confidence is to know that your 
appearance is favorable* Customers look at your 
face and hands 

b. Wear simple but clean and well pressed clothing. ' 
1 . conservative style 

2 • appropriate jewlery^ 

3. comfortable shoes (less tiring) 

2. (Attitude) Think of your customer and forget yousself 
a. Another way to build confidence ils to think of your 

custoHier and try to forget yourself. ^ ' 

1. l*/hen a customer approaches yQur counte-r or 
department center your attention on him. 

2. Show your willingness to help by the way you 
190k and act. 

3. Smile when you speak to him ' 

Note : Use simple type greetings --"Good Morning" 
^ "Good Afternoon" "Have you' 6een our new...?"- 
^. , Get off to a good start by not keepin^y the cus,;- 
tomer waiting. 

Note : If you "'are busy with another customer, let 
the new customer know you have 'seen him. 

3. Your Supervisor or Sponsor 

a. Build your confidence by remembering your sponsor 
is near to help you when you need help-. 

b. Your sponsor has had experience and is well acquaint- 
ed with your job. 

1. He or she will answer you^* questions. 

2. Your sponsor will save you from embrassment when 
customers ask you something you haven't had an 
opportunity to learn. > ^ • 

4. Get Acquainted With Your Work Area 

a. Build your confidence by knowing where your merchan*- 
dise is located. 

1. When you are not busy with your customers, make 
mental notes of where to find your merchandise. 
You will make your job easier. 

5. Know Your Merchandise' 

You can build your confidence by .knowing your mer- 
chandise . 

1. Th^ cusiur/^er expected you to know about what 
you are selling. 

2. Flow can you ^o about learning more selling 
qualities of your merchandise? 

a. Labels on merchandise 

b. Instruction books that come with the merchan- 
dise 

c. Radio and T.V. commercials^ 

d. Merchandise your own. 

29 
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Summary 



1. ^Know your apperance is favorable. 

2. Think of your customer and forget yourself • 

3. Rely on your sponsor for help. 

4. Get acquainted' with your work area. 

5. Know your merchandise. ^ 
VI . Evaluation 

The students will be given an oral test to see if the r^^terial 
pres<='nted was learned. The test questions will be on iSaterial 
stated in the objectives. 
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Topic: * Proper Way of Foldin? Clothes , ^ 

iiethod: ^ The Sense Realism Method 
Grade Level: 12th 
Aim . 

From this lesion the' students will be able to handle Ilerchan- 
dise to fold or refold items of apparel correctly. The students 
will learn the proper way .of folding .Trousers , Shirts, and Ties. 
From the results the students ^will be tested on foldiJig clothes 
the proper way. ' * 

Introduc tion 

Good morning class, today's lesson deals with Folding in 
the proper manner* - This will aid the. student worker on the job 
in maintaining neat looking merchandise. The students will, be 
expected to use the correct steps in folding clothes x^Jhilet» the 
items are on display. Some of the'reason^ why folding , clothes 
the proper way to help, prevent damaging the clothes, it also 
' aids in improving the apperance of clothes. 

« C ontent . ^ ^ 

Follow the proper steps of folding clothes. First in the 
important steE>, make sure your hands 'are clean at ^all\ times . 

' i ■ ' . . \ 

One proper way -of Folding Shirst: < 

1. Make sure top,- middle and bottom button is closed. 

2. Handle the shirts to make sure it is even. 

3. Face the shirt with 'face laying down* 

4% Tail of shirt is folded upward, according to size of the 

shixts- , , ' ^ 

5. Even shirt up and fold the shirt. ' 

One proper way of Folding Trouser: 

1. f^ake sure the zioper as clo.sed, and the pants is closed pro- 

oorly. ^ * * 

2- Ho^d Trouser even from bottom up. 
' 3. Make sure creases 'are even up and then fold pants by laying 
down • 

U. Fold panta according to the type of .material. 

A. One for Blue Jean " . ^ 

B. Twice for dress pant$. 
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Summary 



Follow the steps for folding Trousers; also the step for 
folding shirts. The customer needs the neat eyes appeal to 
respond to display items. 



Evaluation 

Evaluation is based on two parts of the lesson, how to fold 
pants, and how to fold shirts properly- Th^re will be 15 to 20 
minutes for students to perform the skill that has been demonstra- 
ted in class. 
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Topic: Calculating Markup • - . 

Method: Vincentian ' * ' , _ 

Grade Level : 11th ■ ' ' _ 

Aim 

At the close of this lesson the student will be able to cal- 
culate markup, cost, or retail price in at least eight out- of .ten 
problems on a fifteen minute quiz. ■> 

Introduction ' • 

During the last lesson you learned. what profit and loss 
statements are and how to make them up. As. you will recall,, 
the eross profit figure on this statement includes both the 
business' expenses and its net profit. This figure is very 
important to you as fut-ure business leaders, since it _ represents 
the amount above cost which you must sell your goods in order 
to make a profit.. In essence, this figure represents your markup 

Content ' 



1. 

2, 

3 . 

4 . 



Cost + Markup = Retail Price 



t-Iarkup may. be expressed as a percentage 

a. Percentage of cost 

b. Usually expressed as a percentage of retail proce 
Example problems 

Importance of Markup 

a. Sets price at which an item may be sold profitably 

b. Knowing necessary markup will help you as a business' 
man to make intelligent decisions when buying goods 
for resale. 



Summary 



Questions from 



The major points of the lesson will be restated, 
the class will be fielded. 

Evaluation 

The quiz described in the Aim section will be given. If perfor- 
mance is unsatisfactory, the topic will be reviewed in a later 
class. 
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To^ic: Packing Goods For Shipment 

Method: "' Industrial 
Grade Level-: 11th 5 12th 



Aim 



At the end of this lesgon the student will be able to demon- 
strate the selection of a proper container for and the proper 
method of packing of five items of merchandise for shipment within 
a thirty minute period, using materials provided. 



Introduction 



All of us have at onetime or another received goods which 
have been damaged in shipment. As future business leajlers ybu 
of cour?e realize- that goods which are damaged in transit Will 
cost you valuable time, money, and customer good will. There- 
for^, <Lt is important to learn how to pack goods properly for 
shipm'eipt so that these problems can ^be avoided. 



Content 

The proper meth6d of packaging goods for shipment will be 
demonstrated. The following items will be emphasized: sturdi- . . 
ness of carton, choice of packing material, placement of packing 
material-^ and sealing of carton. ■ .» ■ . ' 

Summary 

The packing process will be orally recapped and any questions 
will be, answered. 

Evaluation - ' . - - 

students will be observed as they practice packing during 
the last half of the class period. . • 
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Topic: How To Press Sharp-- Creases In Trous<^rs 

i'ethod: The Sense Pealism Method 

Grade Level: 11th I 12th 

Aim , ^ 

At the completion of this class, each student will be able 
to prass a sharp create in a-pair of trousers, with Iminimum shine 
and seam impressionsi As a final test, students will be able to 
press sharp creases a pair of trousers, within a mini.^.um shine 
or seam within eip.ht minutes. 

Introduction . , ^ < ^ * ^ ^ 

Good aTternoon <ilass. In our last. weeks class, you accomplish 
ed the ' four lays necessary to pre$s the 'tops ' of trousers.- I was 
very pleased with your quickness of application and understanding. 
Just as a mini-review, the first lay, top l^ft front gf trouser, 
the, second lay, back left pocket of trouser th,e^ thircj lay, back 
iright pocketx, and the fourth lay, right front trouser. -Host of 
you stated you 'were interested in' learning how *to. obtain sharp 
creates. ^A^en this class is completed -yoy will be able, tq press 
high quality ^harp creases in a pair''of trousers, with a minimum 
of* shine ,and seam impt^essions . ' , 

Content , ' , 

Step //I * * ' . 

Step 2 ' • . ' - 

Summary " ' , , ' " * ' - 

Repeat^ steps 1 and 2 at least five times. ' And emphasize the, 
following: " , / 

Use bottom steam whene ver possible . 

Do not vacuum with head d own_while th e_g^a r me t is wet with stean ^' . 
u se minim um p ressure . 
Smooth the fabric before vaoucmin g. 

Hold crehscs in place with the vacuum until the head touc hes the 
fabric. 



Do not uss^a.--i^an nel wh en doinn ga rmets on the reverse side . * 

• 
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Evaluation ' ^ ^ . . ' ^ , - - 

The student will be r^iven six pairs -o'f trousers to accomplish 
aim (press hif^h quality creases). ^ The first time",student/ is 
-able to accomplish aim evaluation 'is complete. 

Step O ^ " ' . 

OBTAINING SHARP CREASES (Ilij^h Quality Finishing) ^ . . 

1. Position the center leg seam^in the middle of press with the 
crotch seam just off the large 'end of the press 

2. Steam with bottom steam^ (With h^ad up* produces soft ' f iBi"Bh 
leas shine and impres.s ions ) . , ^ ' ^ 

3. Bring ^the head dov/n and use^ correbt pr^ssu;re. 

14. "^Raise the head, smooth the fabric, and vacuum dry. (Vaccum 
cools and dries the fabric) ,^ 

5. Position the . front ' creasy on the press with the center seam" 
just off *the press. ^ 

6. Apply vacuum tp.hold the trous^ers in place. 

7. Brinp; the- head down and release the vacuum when the head-^is 
holdin^^ the' traipsers in* place. ^ 

8. Apply correct head pressure wlvile steaming with top steam for 
2 or 3* seconds." . ' / ' , ^ 

9. .Raise the h^ad and apply vacuum for 2''or 2 seconds: to remove 

the mpisture from the fabric^ ^ ^ - 

10. / Bring the head .down again fqr'2 or 3 seconds with the vacuum 
I on to pull the of the head through the crease. 

11. Pc^ lease the head and continue to vacuum for 2 or 3 seconds. 

12. ;> Do the rear crease the same as the^ front crease. 

, ' Step n 

Do t^>io G*^c6nd lep using tin? sarpe procedure. 
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'TopiT^': Display 
Method: ^ Settin<5 Up A Display 

Grade Level: ilth 8 12th 
- Aim 

At the conclusion of this class, the -student will be able^to 
list and define writtenly, the four steps iri 'setting up a display^ 
without the aid of references and within a 2 5-fninute neripd. 

I ntroductj-on 

Good afternoon class. In our past lesson we diseased the 
ways to rate a display. Today'-, we will be concerned with the 
steps in ^ettirip up a disolay. 

Cont.ent 

Four steps in setting up a display: 



1.- 


Planning: 


2. 


Preparation 




Execution 


4. 


Follow-Up ^ 


'Piirpose 


of display: 


1. 


To attract 'attention 


2. 


Arouse in teres t 


3, 


Create ^desire 




Build tonfidence* 


5. 


To stimulate the viewer to enter the store and 




take action 



Illustrations on dis-p^lay windows' and showcases. 
Summary 

Re-emphasize the imporlianOG of each step in a display, .^sk 
questions, checking, to see if the students fiave any questions con- 
cerning anything covered in the lesson. 

Eva luatjon 

Question and answer period to insure objectives have been reached. 
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SETTING UP A DISPLAY 



PLANNING 



!• Select main idea 

2. '. Make rough sketch » 

3. List all materials needed 
Write copy for show card 



PREPARATION 



1. As3§^mble or order fixtures 

2 . riake show card ^ 

3. PREPARE background and floor covering materials- 
Prepare t^ie merchandise to be displayed 

5. Verify that merchandise and advertising are ready 

6. Remove previous display 

7. Clean window glass 

8. CleaiL. floor and background 

9. Check lamps, replace as needed 

EXECUTION 

1. Put in backf^round and floor coverinf^ 

2. Arrange fixtures ^ ^ 

3. Arrange major m^erchandise units 
Arrange'minor irierchsJidi&e' units (f^ 

5 • Put in accessories I 

6. Put in -show ca^ds anja price c^rds (if used) 

7. Checic lighting ef^^^s^ts 

FQLLOW-UR ' 

1. iNfot^-^ales results "from display (daily) 
.2. j3^move 'display 

[ (a) Take' -out merchandise and return to department 

(b) Take out fixtures, repair , collapse and store 

(c) Take out floor coK/ering and background and sfore 

(d) Discard materials which cannot be used again 
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Topic: Accounting Principles, 3rd period (50 min) 

Method : Discuss ion 

Grade Level: Hth 
Aim 

To stress the importance of the basic accounting equation 
(Assets = Liabi litiea+Capital) and V/HY and HOW this equation must 
be kept in balance. 

Introdu ction 

Reviev7 from last meeti^ng on how vje . developed the equation. 
Using simple fip:ures, explain transactions and their effect on 
the equation. 

Content 

V/hat is an Asset? (examoles)" 

l\Tiat is the meaning of equity? (what are the two 'categories 

of equities? ) 
'//hat is a Liability? (examples) 
Ov;ners equity. Capital, Proprietorship 
Simple headings of Assets (Cash, Supplies, Equipment, 

Furniture") 

"X Sinple hea(dings for Liabilities* (Accounts 'Payable) 

' r TRAM SACTIOMS 

.1. Open an account with bank (Smith Taxi Co») 

2. Purchase equipment for cash V 

3. Purchase office supplies for cash 

Purchase furnitu*^ on Account ^ * , 

5. Pay creditiprs * ' , . 

6. Fares earned (Revenue) 

7\ Expenses for month (wages, rjent, utilities, misc.^ expense.) 
Summary . 

^>eview the different trahsactions that are on the* board. 
Eval uatioji ^ * 

Using a different c'ompany and amounts , give a short quiz on 
5 or 5 transactions (keep the amounts simple). ^Be sure most stu- 
dents score 100% or you must reteach. 

Refer to fiotes for transactions, questions, and quiz. 

■ 
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Topic: 
iMethod: 
Grade Level : 
Aim 



Classification of Service Establishments 
Lecture Method 
11 S 12 



The objective of this class is* that the student: 

1. Will be able to list and describe five of the six 
classifications of service establishments. 

2. Thfe above criteria for the objectives of the students 
will be accomplished on a written test within^ time 
period of 3Q minutes. 

Int roduction 

In earlier classes, we have taken a look at t^^es^and classi- 
fica1>ions of retail outlets, all of which have in Qne form or 
another provided services to the customer. Mow we will give 
closer consideration and study to those businesses which deal 
specifically with services to the consumer (ultimate) and ser- 
vices to other businesses. 

• / 

Content 

Service Establishments 

A, Business that sell services rather than goodsr ^ 

B, , Census Bureau has classififd them as follows: ^ 

1. Personal services - such as barber shops and beauty 
salons; dr^y cleaning, pressing, and repair shoj>s ; * 
shoe repair shops; opticians, and funeral homes • 

2. Business Services - such as adjustment and credit 
bureaus,* machine-accounting service bureaus, data- 
processing centers and s ign-painting shops . 

3. Automotiv^e Repair and Services such as storage 
garages, top and body repair shops, and battery 
reoair shops ( somet imes clasps if ied as retail) 
stores since they sell goods as well as service) 

^. Other Repair Services - such as wa>tch and jewerly < 
repair establishments, television repair shops, 
<' and furniture repair shops. 
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5. Custort Industries - >^hich« are very small manu- 
facturing establishments, such as small printing 
shoDS 5 sawmills, threshing and bailing services , 
and honenade candy shops. 

5. .'Miscellaneous Services - such as landscape gardners 
and motor repair service. ^ 

Surj^ary 

The sunnary will be implemented, by asking selected students 
to name a major classification of Service Establishment ,■ giving ' 
a brief definition and citing two examples. This procedure will 
be continued until all of the classifications have been ' covered • 

E valuation 

An evaluation to determine if the objectives have been 
accom.plished will qonsist of a written test which the students 
will have 30 minutes to complete. The test will consist of two 
sections, each qiven separately: 

'I. :iame , describe 5 of the 6 classifications of service 
establishments . 
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Topic: Creative Problerr Solving 

.Method: Discussion and Cas§ Study^ 

Grade Level: 11th and 12th 

■ 

Aim ^ 

The student will be able to list th& eight steps of 
creative problem splving in a f ive - mini\te period and will 
demonstrate their understanding by participating in group brain- 
storning and problem solving. 

Introduction 

Throughout yout' lives eacK of you w,ill be confronted with 
various problems or' what appears to be a problem. Finding solu- 
tions to these problems nay in part determine your ability to 
cope with different situations. Today, we are going to learn 
the eight steps to creative ptx)blem solving and how to do indivi- 
dual and group brainstonr- ing of ideas and how to evaluate those 
ideas. 

ConterrK^ " ^ y^^ \ ^ 



Based on Handout ^d visuals 

A. Ask student to read the Eight Steps. 

B. Present an explanation of the eiglit steps by giving an 
example problem: 

1. Define the problem (a problem well stated is one 
half solved.) 

-a. Your local DECA Chapter needs money, but your 
school has adopted a new rule against the sale 
of an item. In the past, your chapter has 
raised money through the sale of items such as 
candy and candles. You are all in a chapter , 
meeting to discuss the problem. . . 

2. Gather facts about the problem, and list them. 

a. Chapter needs $300*00 to complete their activi- 
ties for the year 

b. Find out why, when, etc., was the above* decision 
made 

3. Decide who to see for more information (specialists.) 
a. Find out who was responsible for the decision, 

and why? 

Othe^? Club Advisors, other DECA Chapters, etc. 
Gath er ar^ list additional information from the 
specicilists . 

a. Compi^le the information you have gathered from all 
resources and present it to the problem solvers 
(chapter members or committee or officers) 
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P U T T I !I G IDEAS INTO ACTION 



CREATIVE PROBLEM S0LVi:;6 . 



* 2*efine the problerp> (a oroblen well stated is one half 
solv-Jdl 

' Gather facts about the problem and list them. 
Decide who to see for more information (specialists.) 
Gather and list addit ional information^ from the sp ecialists^ > 
Individual ideation (private brainstorming). 
Group brainstorming . 
Evaluation of ideas. 

Plan a course of action, \ 



f ' 3?Ai:JST0RiMING 

» 

In dividual ideation private brainstorming 

1* Strive ^or quantity of ideds ' 

2. Strive for variety 

3. Evaluate 

4. Act ^ ' 

Group Brains tormina 

Set the Environment: Usually works best with 5- 10 participants 

Make sure everyone knows what the problem 
is in advance of the meeting 

Have pad and pencil for each person so that 
they may capture ideas until they have an 
opportunity to present them to the group 

Have someone to take notes and present 
ideas to the group for consideration 
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Topic : 
.Method: 



Procedures For Processing 
tion In ^State Government 
The Vincentian Method 



Complaints 



of Diccrimina- 



Grade Level: 11th 5 12th 

Aim 

Al the coHDletion of this lesson the student will be able 
to- identify and list the five major steps in the processing of 
a complaint. 

Introduction 

Good afternoon class. This afternoon's class will cover the 
procedures for processing complaints of discrimination. Human 
Rights and Eoual Ouportunity have be^n greatly emphasized in the 
past ten years, so much, that it is most fitting thAt yd<i become 
acquainted with the five major steps in processing i complaint. 

Content 

Many people work >under conditions of abuse atjiributed to 
reasons of age, rac'b , marital status, creed color , sex, or 
national origin. Knowing how to process or file a compiaint 
could provide relief for you, and this unlawful practice can 
insure future compliance with the law. 

This topic is being considered so that if you ever have the 
need to file a complaint, you will be able to take and follow 
the necessary steps- for filing a complaint. 

The Five Major Steps are: 

1. Complaint Filing ' ' ^ 

2. Investigation 

3. " Hearing ^ _ 

4. Conciliat; 

5. • Appeal 




Complaint^41j.ng - A commission staff member will hear your 
complaint and^will .determine whether it is cover?ed by the la^--. 

If covered, your complaint will be prepared in legal form *for 
your review, approval, and notarized signature. 

Your complaint will then bj^ assigned to a Field Representative 
for fav:t- finding under the authority of a Panel of three 
Commissioners. This Representative will be your contact- 
por^vc^n with the Commission in processing your pomplaint.-^ 
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Invest in gat ion - The field representative will interview the 
RespondentCsTr the person (s) believed responsible for the 
allfeged dis criniination . He will 'also interview other wit- 
nesses and revievj records and documents that may clarify the 
problem. ^ 

The Field Representative may hav^e more questions for you in 
this fact-finding process. If you should learn or remember 
additional information, notify the Representative immediately. 

The Representative's fact-finding will be presented to the 
Panel for review and decision. The. panel may find: 

(1) no probable cause; they will seek your agreement to dis- 
miss the complaint. 

(2) probable cause; thev v;ill try to solve the problem by 
conciliation ( paci fy ) 



Hea.rine - When the Panel finding is unsatisfactory to you 
Cor the Respondent), vouCor he) may request a Hearing. 

The Panel will set a hearing if conciliation is tried and not 
reached, > , 

.'^t the Hearing both you^ and the R^es pendent have the-chance to 
pt^pduce witnesses and evidence to aid the^ Panel in deciding 
whether a violation has taken place. 

You and th^ Respondent have the right -to bd^ represented by an 
attorney. You may also have the Commission issue subpoenaes 
if needed to compel the attendance of witnesses or the pro- 
duction of papers^, books, accounts or other documents needed 
to establish the facts of your complaint. 

Concil iat ion - First by seeking agreement; and if necessary 
after the hearing, by i^sning an Order, the Commission in 
trying to solve t-he problem will work for: 

(1) an end to any unlawful practice; ^^^^^ _ 

iT) appropriate relief for you; and . 

(3) provisions to insure future compliance with the law. 

Appeal - If you(or the ReSDoadent) are dissatisfied with a 
Commisnion Order ( including disnfissal) you may a'^rsieal that 
(Jrder by serving legal notice, frling in Superior Csurt^wi th- 
in 15 days in hon.qinp^ coinplaints , 30 days in public accommoda- 
tions complaints. . ^ 
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Sununary 

Review by using processing chart. 



Evaluation 

Students will be given. ,45 minutes to accomplish, in written form, 
without the aid of reference, list and identify the 5 major steps 
in- the process ine of a comolaint. 
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THE PROCEDURE FOR^ PROCESSING A COMPLAINT 



•.COMPLAINT riLED 

^ f 

IMVESTIGATION 



Ne*- PROBABLE CAUSE 



PROBABLE CAUSE 
CONCILIATION 



HEARIrlG 



COMPLAINT AGREEMENT' 
TO -DISMISS 



AG REEMENT/ SATI SFACTORY 
ADJUSTMENT 



FINDING 



NO VIOLATION 
DISMISS 



COMPLAINT 'APPEAL 



A> VIOLATION 
' I 

CONCILIATION 



AGREEMENT 



1-' 



ORDER 



COMPLIANCE WITH APPEAL FOR 
LAW " JUDICAL REVIEW 
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Topic: Leadership Principles and Approaches ' 

Method: Socratic 

Grade Level: 12th 

. Aim ^ 
, 

At the end of this lesson, the students will be able to list 
six^ principles of leadership and they will be able to compose in 
three .sentences or less, an explanation "-of each principle as 
taught^ from today's lesson. 



Introduction 

Today's lesson is ^'introduction to the study of , the human 
relations and leadership area of Distributive Education. Remember 
that we are preparing you to become future managers in the fjield 
of marketing. As managers, you are leaders of people and as 
leaders of people, it is very imp^brtant that you kfiovr and under- 
stand human relations. Today, you will learn six principles of 
leadership. At the end of today's lesson, you will be able to^ 
list, by written means, the six principles of leadership and, in 
three sentences or less, give an explanation of each principle as 
it was taught from today's lesson*- In order to learn the objectiv- 
es of today's lesson, it is necessary that you listen attentively, 
ask questions, and participate in class discussions. 



Leadership Principles and Approaches 

Content : Leadership does not provide formulas, rul-es, or methods 
which will fit every situation. Leadership is an intangible 
quality which cannot be seen, felt measured except through its 
results. You cannot predict the results with mathematical accuracy, 
but if you have^kill as a leader, you can predict results within 
the limits of yoikr objectives. There are some general principles 
of leadership w>v jn|-;> h^^ yp been used throughout the centuries , they ^ 
are : 

I, Know Your Jotr 

1. Know the technical aspects of your job and organization 

2. Know the methods and procedures of organizing, in- 
structing and managing personnel 

3. Knowledge of the duties, responsibilities and problems 
of your workers* 
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1 1 . 11^91^ Yo urself and Seek '^Improvement 

I.,** Knov; your o^.*7n caoabilities and limitations 

2. Know your deficiencies 

3. Study leadership principles and practice leadership 
techniques . 

liri. Know Your Subordinates and Look Out for Their Welfare 
( 1 . Become personally acquainte4 ^ 
2- Recognize individual differences. 
^/ 3. /'ssure that workers are well cared for and contented 

I . as circumstances will permit. 

I IV. Set ^the Example 

TT Exemplify knowledge and efficiency 

Make Sound and Timely Decisions 

A sound decision requires good job knowledges 
2. ^ good leader reasons logically under the most 
trying conditions • 

Take Re s poni s i b i 1 i ty Fo r Y o u r^kc± io;;x^ 

1. The leader is responsible for what his workers do 
or fails to do 

2. Any effort to evade respOTvaj^ility will destroy 
the bond of loyalty and respetst that must exist 
between the leader and. subordinates 

S uX^iry Review the objectives of the lesson 

Evaluation"^^\ ^ 

'\ " . , ^ 

The studexvts will be^^iyen a written test to see if the 
material pr^serrt^d was learne3>--<Jhe test questions- will be on 
material stated in t-he -object ives."^^^ 
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Topit: 



V/r^apping and* Packinp Merchandise 



Method : Demonstration 
Grade Lev^l > 11th and 12th 
Aim 

The student vjill be able to verbally explain the bagging 
of merchandise in Supermarkets and will be able to demonstrate 
his ability to wrap: 1. an article of .clothing and, 2. two 
items of breakable gl&ss. 

Introduction ^ 

Wrapping may seem a i^outine kind of a job, but is requires 
skill and knowledge. When it is done correctlv, it adds the ' 
finishinf^, touches to the sale^ transaction. Important that you 
are comfortable with the abiliify to pack and wrap so as not to 
app^^ar tlumsy in closing 'the sale and not to be 'responsible for 
the breakage of any ^zoods sold. 

' 1, Wra;^ping - applies to most kinds of merchan-dise that 

^ the customer takes with him other t:han food 
2. Packing - applies to the systematic arranq:ement of mer 
:chandise in a bag or some other type of con- 
tainer '^usually food) ' 

Content ' • ' " 

' * 1 J_''r'^PP Pr^^ct ices- 

A. There are three types of Wrapping - . - 

1. Salesoerson' - ^one I will demonstrate todT^y 

2. Department - checkout lane in self-s'er\rice 

3. Central - central wrapping room (catalog) 

^ B- There are five general purposes that should be observed 
in wrapping packages. ' J ' . - 

1. The wrapping should be attracti-vie and appropriate 
for the package (show examples) . ^ * . 

2. Wrapped packages should be durable O 
•'3. Wrapping materials should not be wasted 

^ (don't bg stingy if a customer needs a biggei^ bag) 

U. .Safety practices should be observed 
5. Tim? saving methods should be used so that the 
* customer is not k^pt. waiting. 
C/ * Review the Handout on wrapping 9, 




II, 



^ack i n£ J^ie r c h an cl i se ip S uperma r k c- 1 s 



A. 

B, 

C, 



^Iso called ^bagj^ing' ^ ^ ^ 

Wcessary to facilitate the trahsportation of groceries 
iron the store to the cus toner's home. ^- 
^ A careful job of Packing or ''bagging is often the only 
direct supermarket - so it's very importanti 
Requires skill and good judgement. 

There are six basic rules that must-^e followed so that 
items will not be broken in tran^smit and cause loss of 
customer goodwill. 
Review Handout 



Summary 



The last person a customer deals with after their purchase ' . 
is the person who wraps or packs their merchandise. Customers 
feel better and will more likely return if they receive a smile 
and a ''thank you'' . 

(courtesy creates a good final impression of the store and 
salesperson*) 

E valuation 

Student will verbally respooid to questions asked' by the in- 
structor^on the procedur-cs of correct packing and will demonstrate 
their ability to wrap an: 1. article of clothing; and 2. two 
items of breakable glass, :jithin a twenty minute period. 





55 



ERIC 



I • - 
V. 



5r, 



GENERAL WRAPPING PRACTICES 



Choose an Appropriate, attractive wrapping. Carefully 
assemble the articles , making sure that heavy items are 
on the bottom. Select the type of wrapping suited to the 
package: paper, bag, box and the proper inner wrap, if 
neecGd. Select materials of the right size and make the 
bundle no larger than necessary. Be sure that the articles 
are fully covered. Adapt wrapping to special occasions; 
Holidays, birthdays, gifts for special events, and mailing. % 
Strive for original and attractive wrappings that will appeal 
to the customer. 

Use Durable Wrapping T^aterials . If possible, fold soft mer- 
chandise so that it protects itself to some extent. Protect 
breakable goods with corrugated board or padding. Use tissue 
paper when folding clothing to keep the garment from wrinkl- 
ing. Use paper and twine that are strong enough for the goods 
being wrapped. Use double paper or bags, if necessary. Fold 
edges and ends well to make a strong package. Put twine aroun 
package in enough places and often enough to give'naximum 
support. If needed provide a handle for easy carrying. 

Practice Economy in V/rapping. Before you begin to wrap, in- 
spect the p^oods to make sUre that they are in perfect condi- 
tion,'* check the price tag. and remove it on gifts. Pus as 
much as you can into one package, consistent with good judg- 
ment. iJse the correct amount of paper and binder and cut 
the twine close to the package. Wrap the parcel correctly 
th^ , first time. . / 

Observe Safety Practices. Use the safe way to perform the 
task: h^dling, tying, cutting, lifting, reaching, carrying. 
Use proper supplies, tools and equipment: wrapping paper, 
cartons, "knd bindings; cut.ters , staples and tape dispensers; 
carts and trucks. Retucipn these supplies, tools and equip- 
ment to their pu^^^pcr places after use. Keep the surface of 
the wrapping table orderly: clean floor, closed doors and 
drawers, orderly bin^, refuse in proper containers. 

Achieve Speed in Wrapping. Work for accuracy in the beginning 
speed will follow naturally. Take time to judge the kind and 
amount of^ wrapping material needed. Arrange articles to be 
wrapped so that you need not start over. Have wrapping 
m.itcrials placed conveniently . at hand to avoid waste motion, 
'Porfect the method of sevoring twine and tape so that you do 
it <pnr>kly and correctly. , ' ^ 




PACKI'IG MERCHANDISE IN SUPERMA.RKETS 

^ . 

Pack Ba?;s in an Orderly J'anner. Put heavy items, such as canned 
goods in the bottom of the \dig. V^en these are placed in the 
bag properly, they keep ^he bag open and standing upright so 
that it is easy to fill the rest of the bag. The middle and top 
of the bag should be filled carefully. Fragile or easily crushed 
items should be put on top. 

Handle Produce Carefully. Produce, which consists of fruit and 
vegetables must be handled carefully^. Some vegetables, such as 
lettuce and celery are kept' wet to preserve their freshness. 
These vegetables should be wrapped separately. Fruit such as 
berries or watermelon should be put in a separate bag ±o avoid 
being; crushed. 

Pay Particular Attention to :1eat. Meat is wrapped and price- 
marked at the neat ■ counter • The best way to pack meat is to 
put all of the customer's meat in a double bag. If there is 
only one meat purchase, put it in a separate bag to keep the 
juices f-rom spoiling other items. Fish should also be placed 
in a separate bag. 

* 

Protect Breakable Items, Glass jars, dishes, and other breaka- 
ble items shojuld be wrapped individually and placed in the top 
of the bag. Glass should be separated frt)m glass l5y putting 
som.e non-breakable item between the glass items. 

Check Liquids. Items that could spill and spoil other groceries 
should be checked to see that the lid is closed tightly- They 
should bo put in a separate bag before being packed. 

Pack Frozen Foods Separately, Some stores have special foil 
bags to protect frozen foods, especially ice cream. If special 
bar,s are not available, put frozen items into a separate bag 
to slow defrosting. ^ ^ 
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Topic: * Employer- Emoloyee Pelations 

tiethod: Discussion 

Grade Level: 11th 

. Air ' ^ ^ 

At the end of. this lesson the students will be abld to^list 
and define at least four characteristics or competencies) vhich 
employers expect *of err'ployees and four benefits which ei?tploydrs 
provide in return, within a 30-minute period and without the aid 
of re f erences • 

Introduction 



The class will be asked to recall their work experiences or 
to inaeine the^.selves as future employees. They will then be ^ 
asked the question, ''VJhat does mv enployer do for me?'' 

Content ' ' - ' - 

The instructor will draw out the following points in the discussion 

I.^ '-Jhat emoioyers orovide ' 
A. Spac^ and equipnent 
^ t B . Traininp, ^ ^ . ^ 

C. VJorking conditions " ^ ^ * 

D. Financial benefits 

E. Other fringe benefits ^ 

II. l*/hat employers expect in return 

A. Rep^ular attendance ^ . 

B. Adherence to store ruies and policies ^ . 

C. Respect for authority 

D. Personal Characteristics- 

E. Perforinance of the job 

S unwary 

The rraior points brouF,ht out in the discussion will*^be reiterated. 
The final conclusion will,t)e, drawn that employment is ~ a giye-and- 
take relationship for 'all Darties 'involved. 

c 

Evalu ation 

ITie discussion will be evaluated partially on the basis of ' the _ 
students' involvement in the discussion. Also, the ^students will, 
be as'-^o:! t* orally recall and briefly discuss the^ major points 
of the ^'^^"^-^ ir^r^ion. & ^ 
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Topic: Supply and Demand 

Method: Lecture 

Grade-Level: Uth ^ " ^ 

Aim . 

At the close of this lesson the student will be able to 
v;rite the given definitions of supply, demand, and equilibrium 
point within a ten minute period without the aid of references* 

Introduction -^-s^' 

Previous discussions of economic issues v;lll be reQall'ed, 
This lesson will then be intro/duced as adding to thp^e- -discuss ions 
and helping to broaden the classes understanding of econojTiics as 
a whole. T\e objective of the jLesson.will be outlined and the 
class will be told what to expect on a test or quiz. 

Content ^ 

1* Definitions of demand schedule or curve, supply schedule or - 

curve, and equilibrium point - 
1. Statement of the lav; of downward slopinf^ demand 
3, Graphinp supply and denand curves, first separ^^tely, then 
together 

Discussion of the implications of the data shown on th'^'^^----^^^^^ 

r^raphs " 

Sumimary 

The ^eacher will reread the four definitions and the class 
will repeat them^OImportant pcin about ^th e g r ap hs will be 
restated, ' 

Evaluation 

Individual members of the- class will- be called upon to 
define and discuss the various parts of the supply and demand 
curve r.raphs. A test o^^^uiz may be scheduljjd- 
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1. There exists at any one time a definite relation between, 
the market ^rice of a good and the quantity demanded •of 
that good-.' This relationship between price and quantity 
bought is called the ''denand schedule" or "demand curve." 

2. The law of .downward-sloping demand: when the price of a 
gS?od is raised (at the san\B time that all^ other things are 

---"iiel^^onstant) J less of it^ is deirfeqided. ^r, what is the 

same thingj^. if a greater quantity of a good is put on thd 

market, "y^en ~ other things being equal - it can be sold 
only at a lower price. 

'3.. A supply schedule or curve shows the relationship between 

market prices and the amounts of the goods that producers are 
willing tj) supply. 

U. The equilibrium- price is that price a^ which the amount ^11- 
ingly supplied and the amount willingly demanded, are equal. 
Competitive equilibrium must be at thp intersection poirt^ 
of the supply and demand curves. 
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Topi^^: Credit 
Method: Lecture 



Grade Level: 11th S 12th 
Aim 



1. List and define the three usuages of the term "credit'* with- * 
in a ten minute period. 

2. List and brie'fly explain three advantages of credit business 
» pertain inf^ to the retailer within a twenty minute period. 

3. To define and contrast consumer and commercial credit. 
Intro duction 

What does credit mean? Credit comes from the latin word 
^^^Creditum" meaning trus.t. Man ^ s trust in mcin. VJithout this 
trust there would be no credit. Credit is the privilege or 
power? to (^btain goocis and services with the expectation of pay- 
ment at future time'. Buy now and pay later. 

Credit adds flexibility to supply and demand , makes capital 
more productive, speeds up production and distribution, increases 
the volume of business. 'Paises the standard of business, conduct 
and facilitates the 'transfer of money. 

Given two e;roups of consumer; the cash consumer and the 
-credit consumer', which one v/ould you consider does more buying? 
If y^u said the credit consumer, you were right, because credit 
customers buy three to four times as much as a cash customer. 

Everyone should be aware of the role of credit in business 
in some form or the- other. ^linety percent of all sales made by 
manufacturers and wholesalers are credit sales. Ninety-five 
percent of our country's population uses credit in some form. 
All of us will utilize cre<^it in some form or another in our 
lives. Auto loans, large and smalT appliances for the home, 
.eas for owi' cnv a^id etc. 



Content 

There are three comnion usages of the ^ord "credit '* 

1. Credit transaction — this is when the buyer (or borrower) 
asserts his power or influence to obtain the permission 
of the seller (or lender) to use his capital, 

2. Credit standing — this is the acceptability of the buyer's 
promise to pay or the seller* s willingness to trust in the 
buyer * s promise . 

3. Credit instrument — this is the documentary promise to pay 
that evidences a formal credit transaction. 

Because credit is so widespread it would be good tq examine 
the advantages and disadvantages of credit. 

4 . Advantages of credit in business 

A. Credit makes regular customers 

B. Credit sales on the average are larger 

C. Credit customers buy more freely 

D. Credit builds confidence 

E. , Credit attracts a better trade 

F. Credit smooths out business peaks 

G. Credit is a customer*s convenience 

H. Credit increases sales 

5 • Disadvanta;?;es of credit business 

A. Credit ties up capital 

B. Some credit losses inevitable 

C. Credit requires an attention to detail and firmness 
with people. 

D. Credit increases the cost of "doing business 
6 • Categories of Credit 

A. Consumer "credit 

B. Cor^jpercial credit 

7 . Consumer Credit 

A. Consumer--a person, a human being 

B. Trust 

C. Def inition-^the granting of credit to a person for 
^7oods and services received or rendered. 
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8. Connercial Credit 



A. CoiTijnercial--Bu3 iness 

B. Credit— llrust 

C. Def init icn-- the granting of credit to a business for 
goods or services received or rendered. 

9 . Parties Involved in a Credit Transaction 

A. Creditor — Customer- Buyer 

B. Debtor — Merchant — Seller 

C. The seller places his trust in the buyer ^s ability and 
desire to fulfill his obligationC to pay at a later date) ^ 
for goods or services. 

If there is suspicion of either party, the credit trans- 
action and future business may be weakened or destroyed. 

Su?Tunary 

Restate to students the advantages and disadvantages of 
c)::gdii:-J.n business. Raise questions to be answered at random. 
Ask""'5-tudents to define , consumer and commercial credit. 

Evaluation , 

Ask students to write a brief paragraph on the definition 
of credit and the two categories. Also have them list three of 
the advantages and three of the disadvantages of credit in busi- 
ness. 

Student will (repeat information in Aim 1 and 2. 
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ToDic: How To Compute The Market Value O.U.S. Treasury' 

Bonds /Notes 
!!ethod: Munich ^ 

Grade Level: llth and 12th 

Aim 

d 

At the completion of this lesson you will be able to: 

1. Identify and state the U.S. Treasury bid prices from 
The V/all Street Journal, without th^ aid of the teacher. 

2. Convert U.S. Treasury bi.d prices to' decimal equivalents 
from a table of decimal equivalents. 

3. Compute the current daily market value for U.S. Treasury 
bills/notes 

I ntroduction 

Good afternoon class. You wi^l recall, in our last lesson we 
discussed U.S. Treasury bonds/and notes. We concluded that U.S. 
Treasury bonds and bill3 were of the highest investment quality. 
^ As future corporate executives you stated you would be interested 
in learning how to compute the current daily market value of U.S. 
Treasury bonds and bi^lls. When you finish th^s class session you 
uill know how to complite the current daily ^narket value for U.S. 
Treasury bonds and bills, without the aid of your teacher. First 
let us review your homework assignment. 

Content 

' ^' USE BID PRICE 

1. Prices for U.S. Treasury bonds and bills are equated in 32nd3 
of a dollp.r. 

Refer to VJall Street Journal excerpt 

rind U.S. Treasury note, Rate-71/2 Mat. Date-1977 July Bid- 
100.18. Bid price of 100.18 means 100 and 1_8. 

• 32 

Take your decimal equivalent table and find 1_8. 

32 

Look in the 32nds column for 18. The value is .56250. 
Bid price 100.18 converts to 100.56250. 



Yon /trivc just ronvci'tcd th^ hid pi'ice to tlie decimal equivalo 



STEP #1 

Using the excerpt from the Wall Street Journal, ' find the bid 
price for the following: 



Rate Maturity Date Bid Price 

8% 1976 Mar. (n) ■ 

8 3/4 19 76 Jun (n) 

U 1/4% 1975-78 riay ■ 



4 
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2. Market valuo may be determined by us'ing the following for- 
mula. " * 

S ■ 

A. Formula: $100.18 



$100.00 



$100.56 



Beci'mal Equivalent X Par" Value _ Market. Value 

3. The prices quoted in the V/all Street Journal are for $100.00 
of par value. 

^. Using the attached steps 1,2, and 3 will accomplish aims 1-3. 

Summary 

Step 4 

Evaluation 

Step 5 • 0 

I 1 ' ^ . 
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STEP fl2 



tng ir.e Table, of Decimal Equivalents and the following Informa 
tion," find the Decimal Equivalent. (Sea ^'page 70) , 



RATE 

8 3/4 

14^1/4^0 



14ATURITY DATE BID PRICE 



19 76 Mar.(n) 
19 76 Jun (ifT 
19 75-7 8 May 



DECIMAL EQUIVALEhfT 
— ■ : "V 



$ 100. ;:3 

101.14 
78e..l8 



.caalx^a£ft^^i\-<t. if Wife nr.A^^^ii£^rii^h^,\M^r, 




V 



. 

-^r^-^-^ 
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STEP ^^3 

Using the following information cor|gute the market value, 
Market Value - Decimal x Par Value 

DECIi'AL EQUIVALENT x PAR VALUE - MARKET VALUE 
$ 100.71875 X $ 100.00 - __$ ' 

101.43750 X 100 .00 - 



78.56250 X 100.00 
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_SXEP " SUMM/'.RY 

Usins; the excerpt fror. the Wall Street Journal (see page 68) 
and your decimal equivalent table (see page 70) conp'lets 
folloving blanks. ■ .. " 



Rate Maturity . 

8% - 1976 Mar (n) 

8 3/U 1976 Jun (n) 

U 1/U 19 75-78 May 



Bid Price Decimal Equivalent Par Value 

$100.23 .$ 100.71875 $ 100.00 

101. lU 101.4 3 750 100.00 

73.18 100.00 



!-larket Value 
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EVALUATION 



Osing the VJall Street Jour-nal excerpt (see page 68 ) and the 
Decimal Table (see page 70) compute the market value for the 
following: 



Pate Maturity Date 

7%. 1975 Dec (n) 

7% 1975 Nov (n) 

3 1/2' 19 80 Nov 

3 1/U 1978-83 Jan 




* ' ' HOMEWORK ASSIGNMENT 



Par Value - The amount (face amount on certificate) which the 
debtor ' agrees to pay upon maturity. 

Maturity Date - Date upon which bond/bill is due and payable 
(principle amount ) 

Rate - Annual interest to be paid 

Bid Price - Purchase Price 

Market Value - Value on the market - VThat it can be-'sold for 
•Fill in the following blanks and bring in to class tomorrow. 

Date bond/bill is due or payable is called 

Annual interest tjaj^e paid is called 

Purchase Price yi-^ybe expressed as 



Value bills/bond can be sold for 



Aciount agreed to be paid \apon maturity 
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Topic : Indorsenents 

Method: ^ Dis cuss ion 

Grade Level: 11th S Kth 
Aim 

At the conclusion of the class the student will be able to: 



1. Define the four kinds of indorsements. 
. 2. Differentiate between the four kinds of 

indorsenents . «^ 
3. State a specific use for each of the four kinds 
of indorsenients . 

i 

Introduction j 

Today "e are FQin^ to discuss the blank inddrseriient , 
soecial indorseTient, Qualified indorsement , and the restrictive 
indorserrent . You should oay v^ry close attention to this- be- 
cause I * am su^e all of you at one time or another have indorsed 

someone indorse one of your checks. Knowing 
will enable you to decide which inclorsefnent 
your particular instance. 



checks or h^ve had 
thes e indorsements 
is b^t suited for 



Show tyoes_ of indorsenents o n overhead 
Ask for student response 



Content 



I, 



II, 
III, 



Eestrictive Indorsements - Tor deposit ^only" 'To the account 

of 

**For Collection only'\ - 

'Pay tO'-on.ly.v """" 

A, Define 

3. Give DurDOses of indorsements. Have students elaborate. 



Blank Indorsement - Signature """^^-a.^ \ 

A. Define . ^ \ 

B. Give purposes of indorsements. Have students elaborate/- \ 

Special Indorsement - Signature and who it is payable to 

A. Define ^ 

B. Give Durooses of indorsements. Have students elaborate. 



TV., Qualified Indorsem.ent - Sif^nature with statement J'with 
recourse' indor^er is ^ivinp, notice, he is assuming no 
liabirity. # 
A. L^^^fin^ ^ 

3. Give purposes of indors einents . Fiave students elaborate. 
' '/ ' 75 
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Summary 



Pun down the rajor points discussed, 
Evaluation 



Select volunteers or students at random and have them give 
the definition and state a purpose for a specific indorsement. 
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Topic: V/riting checks and facts concerninp: personal checks, 

V cashiers checks and bank drafts, 

• Method: Discussion 



Grade Level: 12th 
Aim 



to: 



At the^^ conclusion of the lesson the studerjt will^e able 

r 

Ir Write a--p^T5^al check and stub in ten minutes. 
2. Define check, cashier's check, and bank draft in 
^ , ' t-werrty" m iji ut^ 

Introduction ' 

In previous classes you learned the parts of a personal check, 
the definitions of a personal check, a cashier's check, a bank 
draft, and you also learned about altered checks.- These things 
are very important to all of you because they are xised both in 
your personal lives as v;ell as in your business lives. 

Content * 



I. Describe and list. 

\* Parts of the personal check, "(hand out and overhead) 
3. Altered checks. 

II. Define 

A. Cashier's check. 

B. Bank draft. 

SujiuTiary 

Summarize the major points discussed. (done by students) 
Evaluation 

Select volunteers or students .at random and have them define 

«^ 

the two types of checks. 



> 




ERIC 



10 



I 



K/0 
11 



.7 



3'< 



i — 



Nr . 




rr 



















































> 



J 



■ ■ ^ '-J—~ 



ERIC 



78 

■78 



"DEVELOPING FUTURE LEADERS . . • 

FOR MARKETING AND DISTRIBUTION^' 




Distributive Education 

Delaware State College 
Dover, Delaware 199 01 < 




Learn from yesterday 

Live for today 

Ho7)e for toino^ow^ . . * 
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